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Transposing	municipal	 boundaries	onto	 the	 proximity	 analysis	map	 developed	 from	 the	Mosaic	
data	suggests	that	approximately	40%	of	 the	primary	catchment	comes	 from	within	the	Moonee	































The	 Mosaic	 reports	 identify	 the	 following	 audience	 profile	 for	 the	 Clocktower	 Centre	 and	


























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































of	promotional	campaigns).	 The	barriers	survey	suggested	that	 information	about	arts	 offerings	
should	be	made	available	through:	
	
 local	papers—61%	
 websites—43%	
 email	—30%	
 council	newletters—22%	
 Facebook—18%.	
	
5.4	Relevant	literature	
Social	media	functions	in	the	same	manner	as	word‐of‐mouth,	and	can	be	harnessed	to	build	on	the	
success	of	existing	word‐of‐mouth	promotions.	 The	Australia	Council	for	the	Arts	(2010)	identified	
that	one	third	of	arts	audiences	talk	about	events	online	and	that	this	discussion	occurs	before	
deciding	to	go,	during	preparation	and,	also	after	the	event.	
	
Australia	Council	research	(2010)	found	that	Facebook	is	the	preferred	social	media	platform,	with	
78	percent	of	arts	attendees	having	used	it.	Facebook	is	used	to	invite	others,	share	opinion	and	
recommend	events.	 More	people	discuss	arts	events	on	Facebook	than	by	email.	 While	Facebook	
usage	is	more	evident	among	younger	arts	attendees,	there	is	widespread	use	amongst	older	arts	
attendees	as	well,	with	64	percent	of	arts	attendees	aged	55	and	over	actively	using	it.	
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Use	of	social	media	differs	between	audiences	for	different	artforms.	 Theatre	and	dance	have	the	
highest	level	of	use	in	the	research	and	preparation	stages	(Australia	Council	for	the	Arts	
2010):	
Most	arts	organisations	also	use	Facebook,	with	almost	90	percent	of	the	reviewed	organisations	
having	a	Facebook	presence	(Australia	Council	for	the	Arts	2010).	
	
While	just	over	one	quarter	of	arts	audiences	have	used	Twitter	at	some	stage,	half	no	longer	use	
their	account,	and	only	11	percent	of	arts	audiences	say	they	‘often	post	things	on	Twitter	
themselves’	and	eight	percent	use	it	to	view	things	that	other	people	have	posted.	 However	one	in	
two	arts	organisations	has	a	Twitter	profile,	with	an	average	of	621	followers.	
	
Word‐of‐mouth	programs	can	also	be	linked	to	programs	that	use	opinion	leaders	to	develop	new	
audiences	for	the	arts.	 Hazelwood	et	al	(2009)	have	investigated	the	role	of	local	opinion	leaders	in	
reaching	non‐attendees	of	theatre.	 Their	research	leads	them	to	recommend	that	theatres	
establish	a	panel	of	people	who	are	able	to	talk	to	many	non‐attendees	and	accompany	these	
people	to	the	theatre.	 This	panel	would	provide	both	performance‐specific	and	market‐related	
information—in	other	words	function	as	a	panel	of	‘theatre	guides’.	 It	is	suggested	that	theatres	
identify	theatre	opinion	leaders	and	encourage	their	natural	‘guide’	behaviour	with	targeted	
incentives	and	information.	To	create	the	panel,	it	is	recommended	that	theatres	ask	their	mailing	
list	or	box	office	database	members	to	self‐designate	(Hazelwood	et	al	2009).	
	
A	similar	program	for	building	word‐of‐mouth	is	proposed	by	Walker	Kuhne	(2005)	and	the	
Wallace	Foundation	(2012)	designed	around	programs	that	engage	community	leaders	or	
‘ambassadors’	to	build	bridges	to	the	community.	Walker	Kuhne	(2005)	has	developed	an	
audience	development	model	based	on	word‐of‐mouth	promotion	that	involves	cultural	partners	
or	group	sales/	marketing	leaders,	that	has	proven	successful	in	engaging	ethnic	and	minority	
groups.	
	
A	critical	issue	in	developing	promotional	material	for	the	arts	is	identifying	benefits	that	actually	
mean	something.	 As	Morton	et	al	note	(2004),	‘what	we	think	are	the	benefits	of	attending	cultural	
venues	and	events	might	not	mean	much	to	the	uninitiated	(p.	35).	 To	reach	a	broader	audience	it	
is	necessary	to	express	what	is	on	offer	in	ways	that	connect	with	people.	The	key	points	in	
defining	meaningful	benefits	(Morton	et	al	2004)	are:	
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 the	type	and	level	of	benefit	you	need	to	offer	a	person	depends	on	their	experience,	
knowledge	and	interest;	
 cultural	organisations	tend	to	target	the	higher	levels	of	human	need,	which	narrows	the	
field;	and	
 there	is	a	huge	potential	to	target	middle	and	lower	levels	of	human	needs	through	the	
arts	(i.e.	esteem	and	belonging	and	love).	
	
The	report	‘Not	for	the	Likes	of	You’	(Morton	et	al	2004)	also	makes	a	number	of	recommendations	
for	preparing	promotional	and	communication	material	that	uses	the	language	of	the	audience,	
such	as	balancing	visual,	verbal	and	kinaesthetic	language	and	symbolism,	interrogating	internal	
assumptions	and	being	honest.	
	
	
5.5	Options/	suggestions	
	
5.5.1	 Continue	and	grow	work	with	social	media	and	e‐marketing	
	
Council	has	recently	undertaken	some	excellent	new	initiatives	in	the	use	of	social	media,	including	
the	creation	and	activation	of	Facebook	pages	and	use	of	e‐marketing	tools	such	as	email	
newsletters	and	bulletins.	
	
In	building	on	these	initiatives	Council	should	continue	to	design	promotional	work	that	mirrors	
‘word	of	mouth’	activity:	
	
 building	profile	and	awareness	of	Council’s	arts	and	cultural	programs	
 driving	visitation	and	engagement	
 enhancing	relationships	with	key	stakeholders	(such	as	visitors,	Government,	sponsors	
and	partners)	
 increasing	the	perceived	‘value’	of	arts	and	cultural	programs	
 supporting	audience	development	initiatives	such	as	the	community/	youth	bloggers	
and	reviewers	proposed	in	Section	4.	
	
It	is	also	suggested	that	Council	consider	expanding	its	social	media	and	e‐marketing	work	to	
include:	
	
 offering	promotional	support	to	community	groups	who	hire	Council	facilities;	and	
 community	reference	panels	and	ambassadors	as	contributors	to	social	media	
campaigns	and	the	activation	of	Facebook	pages.	
	
The	social	media	and	e‐marketing	action	plan	should	address	different	initiatives	for	each	of	the	
five	objectives	that	have	been	identified	for	the	use	of	social	and	online	media	(Li	&	Bernoff	
2008):	
	
 listening—using	social	technologies	to	research	and	understand	your	customers/	
audience;	
 talking—using	social	technologies	to	spread	messages	about	your	work;	
 energising—using	social	technologies	to	harness	your	enthusiastic	customers/	audience	
members	in	word‐of‐mouth	activities;	
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 supporting—using	social	technologies	as	a	tool	to	help	customers/	audiences	held	each	
other;	and	
 embracing—using	social	technologies	to	design	and	deliver	arts	and	cultural	offerings.	
	
The	extension	of	Council’s	recent	excellent	work	with	e‐marketing	and	social	media	is	to	use	these	
technologies	in	audience	development	and	arts	participation	projects,	initiatives	such	as:	
 supporting	audience	development	initiatives	such	as	the	community/	youth	bloggers	and	
reviewers	(proposed	in	Section	4);	or	
 using	social	technologies	to	design	and	deliver	arts	and	cultural	offerings.	
	
The	action	plan	should	look	at	ways	of	combining	the	audiences	for	the	three	key	areas	of	Council’s	
work	(Clocktower	Centre,	Incinerator	Gallery	and	festivals/	events)	to	ensure	efficiency	of	
resourcing	a	social	media	strategy	and	enable	cross‐artform	promotion.	
	
5.5.2	 Review	process	for	the	development	of	promotional	materials	
Morton	Smyth	(2004)	highlights	the	challenges	of	identifying	‘meaningful	benefits’	in	the	
promotion	of	arts	and	cultural	programs.	 They	distinguish	between	the	‘higher	order’	benefits	of	
the	arts	which	are	well	understood	by	committed	arts	audiences	(and	often	shared	by	those	who	
work	in	the	arts),	and	‘lower	order’	benefits	likely	to	appeal	less	committed	arts	
audiences—esteem,	belonging	and	enjoyment.		 Promotional	material	and	messages	designed	to	
attract	new	arts	audiences	are	better	pitched	at	‘lower	order’	benefits.	
	
It	is	suggested	that	Council	use	its	existing	audiences,	members	and	arts	ambassadors	to	identify	
‘meaningful	benefits’	of	arts	and	cultural	offerings	that	use	the	language	of	the	audience.	
	
5.5.3	 Replace	subscriber	program	with	a	membership	program	
Subscriber	programs	are	problematic	for	performing	arts	organisations	wishing	to	make	
connections	with	new	audiences.	 Subscription	programs	require	the	commitment	of	a	
dedicated	and	enthusiastic	art	audience.	 They	do	not	target	‘maybe’	arts	audiences	(Morrison	&	
Dalgleish	1993).	 Many	performing	arts	organisations	are	moving	from	a	subscriber	program	to	a	
membership	program	which	offers	benefits	such	as	discounted	tickets,	early	release	tickets,	flexible	
exchange	policies,	invitations	to	special	events	and	audience	development	opportunities.	
	
Membership	programs	should	be	developed	with	incentives	not	currently	available	to	subscribers,	
in	order	to	assist	with	the	change	program.	 The	membership	program	should	also	provide	a	range	
of	audience	development	opportunities,	that	encompass	‘broadening’,	‘deepening’	and	
‘diversifying’	arts	audiences,	to	ensure	it	makes	connections	with	arts	audiences	at	different	levels	
or	‘steps’	of	commitment	as	an	arts	audience.	
	
5.5.4	 Offer	promotional	support	to	commercial	and	community	hirers	
The	extent	to	which	community	members	distinguish	between	Clocktower	Centre	Theatre	Season	
Programs,	and	productions	offered	by	other	professional	companies	that	hire	the	venue,	has	not	
been	tested.	 It	is	possible	that	the	community	makes	little	or	no	distinction	between	the	two.	
Certainly	both	forms	of	programming	ensure	the	Clocktower	Centre	is	a	vibrant,	active	and	well	
used	arts	venue.	
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There	is	also	international	evidence	to	suggest	that	active	arts	audiences	make	little	distinction	
between	‘high’	or	‘professional’	art	product,	and	a	broader	definition	of	art	offerings	that	includes	
community‐based	programming	(Walker	et	al	2002).	 The	open	ended	questions	in	the	survey	data	
that	investigate	visitation	at	other	arts	and	cultural	events	also	suggest	that	audiences	who	attend	
the	performing	arts	are	likely	to	have	an	interest	in	visual	arts.		It	is	therefore	proposed	that	more	
joint	promotion	of	events	and	activities	be	undertaken	across	both	facilities	and	the	festivals/	
events	program.	
Within	a	joint	promotions	model	the	cost	of	promoting	commercial	and	community	delivered	
programs	should	be	determined.	 Based	on	these	calculations	a	sliding	scale,	or	range	of	
promotional	support,	needs	to	be	factored	in	to	the	hire	agreements	for	the	Clocktower	Centre	and	
Incinerator	Gallery.	
	
5.5.5	 Community	reference	panel	and	ambassador	program	
It	is	proposed	that	Council	establish	and	resource	a	community	panel	to	act	as	leaders	or	
ambassadors	for	the	Clocktower	Centre	and	the	Incinerator	Gallery.	 The	role	of	this	group	will	be	
broader	and	more	‘hands	on’	than	the	current	multidisciplinary	Advisory	Committee.	 Its	key	
functions	will	be	to	resource	a	theatre	guides	or	community	ambassador	program	(see	Hazelwood	
et	al	2009	and	Walker	Kuhne	2005),	and	act	as	a	reference	panel	for	the	testing	of	promotional	
material	(see	Morton	et	al	2004).	 This	group	could	also	take	on	an	advisory	curatorial	role	by	
assisting	with	programming	at	the	Clocktower	Centre	and	Incinerator	Gallery	(see	Programming	
section).	
This	group	will	require	clear	terms	of	reference,	should	be	recruited	through	existing	subscribers	
and	members,	and	be	recompensed	or	recognized	for	their	contributions	through	discounts,	special	
events	etc.	 The	establishment	and	support	of	this	panel	could	be	the	responsibility	of	the	new	
audience	development	position	proposed	in	section	4	(See	Audience	development	section).	
	
	
5.6	Case	studies	
	
5.6.1	 Harlem	Song,	Apollo	Theatre	
Donna	Walker	–Kuhne	is	an	audience	development	expert	from	the	US,	who	has	worked	
extensively	in	audience	development	with	culturally	diverse	communities.	 In	her	work	with	the	
Public	Theatre,	Dance	Theatre	of	Harlem	and	as	an	audience	development	consultant,	she	has	
designed	a	range	of	programs	that	support	community	members	as	leaders	and	ambassadors.	
These	individuals	form	personal	bridges	between	arts	organisations/	programs,	and	minority	
cultures	and	communities.	
In	her	work	for	the	musical	Harlem	Song	at	the	Apollo	Theatre,	Walker‐Kuhne	appealed	to	
community	leaders	to	act	as	ambassadors	for	the	production	within	their	communities.	 These	
volunteer	ambassadors	brought	community	members	to	the	Apollo,	promoted	the	production	
within	their	communities,	advised	the	theatre	on	advertising	and	promotions,	and	sold	tickets.	
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5.6.2	 Theatre	Zuidplein	
Rotterdam’s	Theater	Zuidplein	has	established	a	community	based	advisory	panel	which	is	
responsible	for	all	decisions	about	what	is	staged	in	the	theatre.	
	
The	theatre	was	previously	faced	with	falling	attendance	and	declining	audience	numbers.	 As	a	
result	of	the	change	in	programming,	about	50%	of	the	audience	now	comprises	young	people	from	
a	mix	of	cultural	backgrounds.	The	theatre	also	hosts	a	community	based	theatre	company	to	
ensure	the	development	of	local	artists	and	new	and	distinct	programming	for	the	theatre.	
	
Theatre	Zuidplein	website	http://www.theaterzuidplein.nl/page/mission‐statement	
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6			Valuing	and	advocating	for	arts	participation	
	
6.1	Introduction	
Moonee	Valley	City	Council	has	made	a	major	contribution	to,	and	investment	in,	arts	and	culture	in	
its	municipality.	 It	is	one	of	the	few	municipalities	in	Melbourne	to	have	a	‘stand	alone’	arts	and	
culture	team	and	a	manager‐level	position	specific	to	arts	and	culture.	 Council	has	built	and	now	
operates	benchmark	professional	arts	facilities.	 In	addition	to	well‐established,	major	community	
festivals	Council	is	initiating	a	range	of	smaller	events	that	celebrate	the	distinctive	character	and	
history	of	key	communities	and	neighbourhoods.	
	
Arts	and	culture	need	to	be	understood	and	valued	by	the	community,	executive	management	and	
elected	officials	to	ensure	the	sustainability	and	growth	of	Council	support	for	arts	and	cultural	
services.	
	
The	issues	that	Moonee	Valley	Council	officers	face	in	building	awareness	of	the	contribution	of	arts	
and	culture	make	to	local	communities	is	common	to	all	local	governments.	 Surprisingly	little	
attention	is	given	to	arts	and	cultural	policy	at	a	local	government	level.	 As	a	result	there	is	limited	
discussion	and	investigation	of	the	impact	of	local	government	work	in	arts	and	culture,	and	a	
corresponding	lack	of	evidence	or	dialogue	through	which	to	present	the	impact	of	this	work.	
	
	
6.2	Overview	of	cultural	value	and	arts	advocacy	in	Moonee	Valley	
Despite	Council’s	history	of	support	for	and	recognition	of	arts	and	culture,	Council	officers	are	
conscious	of	the	need	for	Councillors	and	Executive	Management	to	understand	the	value	of	the	
arts,	and	remain	committed	to	the	provision	of	arts	and	cultural	services.	 Interviews	with	staff	
have	identified	concerns	about	the	low	level	value	that	is	placed	on	the	arts,	and	managing	the	
dilemma	between	commercially	viable	arts	operations	and	the	need	to	subsidise	the	arts	to	ensure	
their	accessibility.	
	
Officers	have	also	acknowledged	the	importance	of	a	‘groundswell’	of	public	support	for	the	arts,	to	
emphasise	its	relevance	and	contribution	to	the	community.	 Community	commitment	not	only	
ensures	local	participation	in	the	arts	and	the	delivery	of	arts	and	cultural	services,	it	also	
influences	the	views	and	beliefs	of	elected	members.	
	
The	formal	mechanism	for	community	advocacy	of	arts	and	cultural	activity	is	currently	the	Arts	
and	Culture	Advisory	Committee.	 Appointed	in	August	2011,	this	committee	comprises	six	
members	of	the	community	who	represent	different	art	disciplines	and	educators.	
	
In	additional	to	Councillor	and	Executive	Management	attendance	at	arts	and	cultural	events,	the	
key	opportunities	for	the	Arts	and	Culture	Unit	to	profile	the	arts	and	build	their	value	and	
commitment	within	Council	are	the:	
	
 Moonee	Valley	City	Council	Plan	
 Cultural	Plan	2009‐2014	
 Council	Reports	and	presentations,	and	
 reporting	against	the	Departmental	Service	Plan.	
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6.3	Survey	and	Mosaic	data	
Within	the	survey	data	collected	by	the	Arts	and	Cultural	Unit	is	evidence	of	high	community	value	
for	the	arts,	as	well	as	Council	provision	of	arts	and	cultural	services:	
	
 One	hundred	per	cent	of	attendants	at	the	Mediterranean	Festival	supported	the	
proposition	that	local	festivals	are	important	to	the	community;	
 The	barriers	survey	identified	a	high	level	support	for	the	following	propositions:	
o ‘The	arts	make	for	a	more	richer	and	meaningful	life	(mean=4.28	from	5)	
o ‘Having	arts	events	or	venues	in	my	local	area	makes	it	a	nicer	place	to	live’	
(mean=4.27)	
o ‘The	arts	should	receive	public/	council	funding’	(mean=4.11).	
 The	barriers	survey	identified	a	low	level	of	support	for	the	proposition,	‘the	arts	are	not	
really	for	people	like	me’	(mean=1.94).	
	
However	the	survey	data	also	suggests	some	reservations	about	the	arts	and	their	value,	with	
respondents	to	the	barriers	survey	providing:	
 low	level	of	disagreement	to	the	proposition	‘the	arts	attract	people	who	are	
somewhat	elitist	or	pretentious’	(mean=2.55),	and	
 low	level	of	agreement	that	‘the	arts	require	understanding	to	appreciate	them	fully’	
(mean=3.23).	
	
	
6.4	Relevant	literature	
Australian	arts	policy	analysis	has	greatly	overlooked	the	work	that	occurs	at	a	local	government	
level.	 Craik’s	(2006)	study	of	Australian	cultural	policy	does	not	acknowledge	or	examine	local	
government	arts	policy.	Despite	acknowledging	the	substantial	contribution	to	arts	funding	made	
by	local	government,	Sears	(2011)	confines	her	consideration	of	local	government	arts	policy	to	the	
limited	attention	it	is	paid	by	the	Australian	Local	Government	Association’s	(ALGAA),	the	
Australian	peak	body	for	local	government.	
	
The	general	lack	of	scholarly	research	into	local	government	(Berman	1996;	Blomkamp	2011)	is	
also	surprising,	given	the	indications	that	this	level	of	government	is	the	site	of	distinctive	and	
innovative	arts	practice.	 Local	government	address	some	of	the	‘thorniest	social	and	economic	
problems	of	our	time’	(Berman	1996,	p.	1028),	and	has	pioneered	areas	such	as	access	and	the	
need	for	arts	to	be	relevant	and	engaged	at	a	local	level	(Tlili,	Gewirtz	&	Cribb	2007,	p.	271).	The	
close	proximity	of	local	government	to	its	constituency	means	that	the	principles	which	at	a	Federal	
and	state	level	might	be	abstract	and	generic,	at	a	local	level	must	inform	realistic	and	tangible	arts	
participation	initiatives.	
	
The	key	research	and	thinking	into	local	government’s	work	in	the	arts,	and	the	critical	need	for	
better	valuing	and	understanding	of	the	arts,	comes	from	the	Demos	think	tank	in	the	UK	(Holden	
2006;	Holden	2006;	Holden	2004).	 Holden	(2006a)	notes	that	publically	funded	arts	and	culture	
generates	three	types	of	value:	intrinsic,	instrumental	and	institutional.	 To	develop	a	new	and	
invigorated	legitimacy	for	the	arts,	Holden	identifies	the	need	for	the	arts	to	engage	more	with	the	
public	through	a	richer	dialogue	about	public	accountability.	 Holden	suggests	the	arts	need	to	
(2006a	p.	54):	
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 scrutinise	the	language	of	public	policy	closely,	and	to	abandon,	or	explain,	cultural	
jargon	when	communicating	with	the	public;	
 engage	the	public	on	many	levels	and	in	many	contexts,	in	a	way	which	gives	the	arts	
sector	a	coherent	and	unified	voice;	and	
 understand	public	needs	and	desires	and	create	value	for	the	public.	
	
Addressing	the	challenges	and	opportunities	for	cultural	value	specifically	within	local	authorities,	
Holden	(2006b)	notes	that	culture	has	still	to	establish	its	value	within	this	sector,	despite	many	
years	of	funding	and	support	for	the	arts.	 Holden	writes	(2006b	p.	6):	
	
At	a	local	authority	level,	culture	has	neither	established	itself	independently	as	an	
unquestioned	good	–	much	of	what	constitutes	culture	is	not	a	statutory	spending	
requirement	for	example	–	but	nor	has	everyone	been	persuaded	that	culture	has	a	vital	
role	to	play	in	the	delivery	of	other	mainstream	council	services.	
	
Holden	notes	that	within	 local	authorities	culture	has	 failed	to	establish	itself	as	an	autonomous	
sphere	and	is	not	universally	accepted	as	a	public	good	in	its	own	right.	 To	address	these	issues,	
Holden	identifies	the	need	for:	
	
 research	into	the	place	of	culture	within	local	authorities,	so	that	cultural	
organisations	understand	the	part	that	they	can	play,	and	the	opportunities	that	are	
open	to	them;	and	
 elected	members,	local	authority	officers	and	central	government	to	be	made	aware	
of	the	fact	that	they	could	do	immense	damage	to	the	cultural	life	of	this	country	by	
default.	
	
Included	in	Holden’s	recommendations	for	increasing	public	value	for	the	arts	(2004)	are:	
	
 market	a	generic	cultural	offer	to	the	public	rather	than	just	marketing	performance	and	
venues;	
 recognise	the	affective	elements	of	cultural	experience,	practice	and	identity,	as	well	as	
the	full	range	of	quantifiable	economic	and	numerical	data;	
 develop	a	forward‐looking	model	to	understand	the	broad	public	value	(or	value	
destruction)	that	can	result	from	the	decisions	both	of	publicly	funded	organisations	and	
funding	bodies;	
 adopt	a	broad	and	unchanging	concept	of	public	goods	such	as	equity	and	fairness,	
enhancing	trust	in	the	public	realm,	health	and	prosperity,	thereby	placing	goals	such	as	
social	inclusion	and	diversity	in	a	context	that	can	be	easily	understood;	
 promote	a	‘strong’	culture,	confident	in	its	own	worth,	instead	of	a	‘weak’	culture	
dedicated	to	the	production	of	ancillary	benefits,	that	 does	not	rest	its	case	on	the	
assertion	that	culture	has	‘intrinsic	value’;	and	
 gain	legitimacy	from	public	support	and	from	the	exercise	of	professional	expertise,	
within	an	overarching	framework	that	seeks	to	maximise	public	good	and	to	promote	
the	vitality	of	culture.	
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6.5	Options/	suggestions	
	
6.5.1			Collect	additional	evidence	of	the	value	and	impact	of	Moonee	Valley’s	arts	
and	cultural	programs	
The	surveys	undertaken	by	Council	as	background	for	this	arts	participation	report	are	an	excellent	
starting	point	for	building	a	picture	of	the	public	good	of	arts	and	culture,	and	the	value	of	Council’s	
support	for	the	arts.	 Conducting	additional	and	continuing	research	and	evaluation,	as	detailed	in	
section	7	of	this	report,	will	provide	a	further	basis	on	which	to	argue	and	demonstrate	the	value	of	
the	arts	for	Council	and	its	communities.	
	
6.5.2			Create	public	value	through	the	development	of	new	Cultural	Plan	
The	development	of	Council’s	next	Cultural	Plan	will	provide	a	number	of	opportunities	to	create	
public	value	for	Council’s	work	in	arts	and	culture,	and	articulate	the	value	of	the	arts	for	Council	
and	the	community.	 To	ensure	these	benefits,	it	is	recommended	that	Council’s	next	Cultural	Plan/	
Arts	Strategy:	
	
 develops	through	collaboration	with	the	community,	via	meaningful	community	
consultation	and	public	engagement;	
 discusses	and	highlights	the	value	of	the	arts,	and	Council’s	unique	role	in	supporting	
local	arts	participation;	
 uses	plain	language	that	avoids,	or	explains,	any	cultural	jargon;	
 includes	a	range	of	case	studies	and	local	benchmark	projects;	
 is	integrated	into	both	the	Council	Plan	and	reporting	on	departmental	service	plans;	and	
 is	aligned	to	the	development	of	the	municipality’s	Activity	Centres	and	Structure	
Plans—wider	strategic	documents	that	inform	future	development	and	identify	
how	to	meet	the	growth	needs	of	defined	areas	of	the	municipality.	
	
6.5.3			Identify	and	communicate	the	public	value	of	the	arts	
In	response	to	Holden’s	(2004)	advice	that	the	arts	(organisations	and	agencies)	market	a	generic	
offering	to	the	public	as	well	as	their	specific	programs	and	events,	it	is	recommended	that	Council	
develop	arts	advocacy	communications	material.	 This	material	should	incorporate	the	advice	from	
Morton	Smyth	(2004)	regarding	the	use	of	language	and	messages	that	identify	‘meaningful’	
benefits	from	the	arts.	 The	aim	will	be	to	influence	local	dialogue	about	the	arts.	The	material	will	
identify	and	present	a	simple,	clear	and	consistent	message	about	the	value	of	the	arts	and	
Council’s	unique	role	in	its	delivery	and	support.	 An	ongoing	communications	plan	should	be	
developed	to	ensure	the	consistent	use	and	reinforcement	of	these	messages.	
	
6.5.4			Develop	public	value	through	community	engagement	
A	number	of	other	discussions	and	recommendations	in	this	report	propose	work	that	will	
reinforce	community	engagement	and	public	relevance	of	the	arts.	 In	particular,	the	appointment	
of	Ambassadors	or	a	community	panel,	and	clarification	of	the	‘meaningful	benefits’	of	the	arts	
from	a	broader	community	perspective	will	ensure	an	understanding	and	commitment	to	the	value	
of	Council’s	arts	and	cultural	work.	
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6.6	Case	studies	
	
YARTS	
City	of	Yarra	Arts	Advisory	Committee	is	an	example	of	a	dynamic	local	government	arts	and	
culture	committee	 that	benefits	from	committed	support	of	elected	members,	artists,	community	
groups	and	residents.	 http://www.yarracity.vic.gov.au/Your‐Council/Consultative‐	
Committees/Arts‐Advisory‐Committee/	
	
The	committee	supports	Council’s	work	in	arts	and	culture	through:	
	
 advice	on	the	implementation	of	the	Arts	and	Cultural	plan	2011‐2015;	
 comment	on	relevant	Council	policies	and	strategies;	
 recommendations	to	Council	on	the	arts	streams	of	the	Community	Grants	Program;	
 facilitate	formal	and	informal	communication	and	consultation	processes	with	local	arts	
and	cultural	industries,	practitioners,	organisations	and	residents;	and	
 advice	to	Council	on	issues	related	to	the	City	of	Yarra	Art	and	Heritage	Collection	through	
the	Collection	Management	Advisory	Committee	(CMAC)	as	a	sub‐committee	to	YAARTS.	
	
Substation	
The	Substation	(www.thesubstation.org.au/)—formerly	Hobsons’s	Bay	Community	Art	Centre—is	
an	example	of	an	arts	centre	that	is	driven	by	community	passion	and	commitment.	Its	Executive	
committee	is	chaired	by	Lynne	Kosky.	 A	number	of	advisory	groups	are	responsible	for	supporting	
specific	programs	and	services	provided	by	the	Substation.	
	
Abbotsford	Convent	
Abbotsford	Convent	describes	itself	as	the	‘Convent	community’	and	is	a	vibrant	arts	and	
cultural	enterprise	that	receives	no	government	funding.	 The	Chair	of	the	Foundation	is	Hayden	
Raysmith	and	the	board	comprises	a	range	of	well	connected	arts	advocates	and	artists.	
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7			Future	research	
	
Work	on	this	report	has	 identified	a	range	of	opportunities	for	additional,	further	and	 long‐term	
research	into	arts	participation	in	Moonee	Valley.	 Suggestions	for	 future	Council	research	are	as	
follows.	
	
7.1	Receptive	(audience)	arts	participation	
The	focus	of	Council’s	surveys	and	the	Mosaic	reports	is	receptive	participation	in	the	arts,	i.e.	
being	a	member	of	an	arts	audience.	 Within	this	extensive	research	there	remain	some	gaps	in	the	
types	of	programs	that	have	been	researched	and	the	data	obtained.	
	
Council’s	future	research	should	consider:	
	
 focus	groups	with	audiences	from	the	Clocktower	Centre,	Incinerator	Gallery	and	
festivals	and	events	to	gain	detailed	qualitative	information	about:	
o the	nature	of	arts	experiences	
o drivers/	motivation	for	arts	participation	
o preferences	for	additional	arts	and	cultural	programs	
o understanding	of,	and	approaches	to,	arts	and	culture	held	by	communities	from	
non‐English	speaking	backgrounds	
	
 existing	Pacific	Micromarketing	reports	profile	ticket	paying	audiences	at	the	
Clocktower	Centre	and	Incinerator	Gallery	in	comparison	to	metropolitan	Melbourne.	
Council	should	consider	commissioning	Pacific	Micromedia	to	prepare	a	report	that	
profiles	audiences	in	relation	to	the	Moonee	Valley	municipality;	and	
	
 research	into	the	experiences	and	motivations/	drivers	of	audiences	at	programs	
delivered	by	external	hirers	at	the	Clocktower	Centre	(both	commercial	and	
community)	would	broaden	Council’s	understanding	of	arts	participation	within	the	
municipality	and	at	its	professional	arts	venues.	
	
	
7.2	Creative	(hands‐on)	arts	participation	
Existing	research	has	not	addressed	creative	(hands‐on)	participation	in	the	arts.	 An	
understanding	of	creative	arts	participation	is	needed	to	address	the	‘arts	ecology’	in	Moonee	
Valley	because:	
	
 arts	participation	occurs	on	a	spectrum	that	involves	both	hands‐on	and	receptive	
participation;	
 people	who	are	creatively	involved	in	the	arts	are	more	likely	to	be	members	of	an	arts	
audience;	
 the	programming	of	Council’s	presentation	arts	venues	need	relevant,	authentic	and	
distinctive	arts	product;	
 cultural	industries	and	the	presence	of	artists	is	needed	to	ensure	the	full	range	of	
instrumental	and	intrinsic	benefits	of	the	arts	are	available	to	local	residents;	and	
 approaches	to	arts	and	cultural	practice	may	differ	for	communities	from	non‐English	
speaking	backgrounds.	
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Action	research	provides	an	opportunity	for	Council	to	develop	a	greater	understanding	of	arts	
participation	of	local	residents	and	communities.		Action	research	might	take	the	form	of	offering	
project	funding,	a	venue	and	project	management	support	to	a	community	for	them	to	develop	an	
arts	event	or	festival—and	evaluating	the	way	in	which	they	define	arts	and	festivals,	program	the	
event,	engage	their	community,	and	resources/	skills	needed	for	future	arts	activity.	
	
A	current	gap	in	research	into	arts	participation	in	Moonee	Valley	is	the	experiences,	drivers	and	
motivations	of	the	hirers	of	Council’s	arts	and	cultural	infrastructure	(including	both	commercial	
and	community	hirers).	 Research	into	these	groups	is	needed	because	of	the	impact	they	have	on	
activating	and	programming	Council’s	arts	venues,	and	also	the	local	opportunities	they	provide	for	
creative	and	receptive	arts	participation.	
	
	
7.3	Research	for	policy	and	planning	
The	development	of	Council’s	next	Art	Strategy	will	require	extensive	additional	research.	 As	part	
of	this	process	Council	should	consider	a	telephone	survey	of	residents	to	investigate:	
	
 levels	of	arts	participation	(receptive	and	creative);	
 perceptions	of	arts	offerings	in	the	municipality	and	attitudes	towards	the	arts;	and	
 levels	of	support	for	Council’s	provision	and	investment	in	the	arts.	
	
This	survey	could	also	provide	benchmark	data	from	which	to	assess	the	impact	and	outcomes	of	
Council’s	next	Cultural	Plan/	Art	Strategy,	enabling	changes	and	trends	to	be	tracked	over	time.	
Development	of	Council’s	next	Cultural	Plan/	Art	Strategy	will	require	a	broad	set	of	performance	
measures	or	indicators	that	will	require	short	and	long	term	research.	
	
Research	is	also	required	as	part	of	continuous	improvement	and	reflective	practice.	 The	
evaluation	of	any	new	initiatives	resulting	from	this	report	or	the	next	Cultural	Plan/	Art	Strategy	
will	ensure	that	the	work	of	the	Arts	and	Culture	Unit	is	informed	by	evidence‐based	planning,	
acknowledges	the	risk	associated	with	the	development	of	new	and	innovative	arts	participation	
initiatives,	and	ensures	an	ongoing	and	sustained	commitment	to	building	arts	participation.	
	
	
7.4	Framework	for	the	design	of	future	research	
In	planning	and	implementing	future	research,	some	factors	to	consider	as	part	of	a	comprehensive	
research	framework	and	good	research	design	are:	
	
 identification	of	key	research	aims	and	research	questions;	
 diverse	research	methodology	and	methods,	including	case	studies,	focus	groups,	
narrative	interviews;	
 data	collection	methods	and	data	analysis	(with	attention	to	collection	of	information	
that	meets	requirements	of	statistical	reliability	and	significance);	and	
 reporting	requirements	and	implementation.	
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Section	8:	Conclusion	
	
This	report	was	commissioned	to	investigate	the	level	of	arts	participation	in	Moonee	Valley,	and	
the	barriers	local	residents	face	in	experiencing	and	accessing	the	arts.	 Council’s	motivation	for	
this	research	was	a	desire	to	ensure	the	success	of	Council’s	investment	in	the	arts	and	culture,	and	
to	maximise	the	benefits	of	participating	in	the	arts	for	all	residents.	
	
Council’s	Arts	and	Cultural	Department	provides	quality	outcomes	in	terms	of	planning,	operations,	
marketing,	coordination,	consultation	and	administration	for	its	professional	arts	facilities	and	
program	of	community	festivals	and	events.	 This	work	delivers	valuable	arts	and	cultural	
opportunities	for	both	local	residents	and	visitors	to	the	municipality.	
	
However	barriers	to	the	arts	exist,	for	reasons	that	are	complex,	deeply	embedded	and	the	result	of	
multiple	factors.	 These	barriers	are	not	easy	to	overcome.	 Arts	participation	is	also	an	issue	as	
best	practice	and	theory	relating	to	arts	participation	evolves	to	incorporate	new	and	innovative	
practices	that	enable	deeper	levels	of	engagement	in	the	arts.	 The	expectations	of	audiences,	and	
competition	from	other	arts	and	cultural	providers,	challenges	Council	to	review	the	opportunities	
and	programs	it	offers.	
	
This	report	considers	the	level	of	arts	and	cultural	participation	suggested	by	Moonee	Valley’s	
social	profile	along	with	the	drivers	and	inhibitors	of	arts	participation	within	the	municipality.	It	
adopts	‘blue	sky’	thinking	(unrestricted	by	concerns	about	feasibility,	resourcing	or	organisational	
constraints)	to	identify	opportunities	for	new	or	redesigned	facilities,	programs	and	services	that	
might	increase	levels	of	arts	participation	in	Moonee	Valley.	
	
The	social	and	demographic	profile	of	Moonee	Valley	suggests	a	municipality	with	average	or	
slightly	lower	levels	of	arts	participation.	 A	significant	number	of	local	residents	come	from	non‐
English	speaking	backgrounds—a	key	indicator	of	lower	levels	of	engagement	and	participation	in	
the	arts.	 However	in	some	parts	of	the	municipality	indicators	of	high	rates	of	participation,	
income	and	education	levels,	are	evident	in	the	social	profile	of	residents.	
	
Using	a	range	of	evidence	and	data—including	resident	surveys,	audience	evaluation,	Mosaic	
profile	reports,	secondary	data,	and	international	and	best	practice	literature—the	researchers	
have	developed	a	profile	of	the	drivers	and	inhibitors	of	arts	participation	in	Moonee	Valley.	The	
factors	which	impact	on	the	arts	and	cultural	work	of	Council	are	seen	to	fall	into	five	categories:	
	
 Facilities	
 Programming	
 Audience	development	
 Promotions	and	relationship	marketing	and	
 Value	and	advocacy	for	art	participation.	
	
Under	each	of	these	headings	this	report	outlines	work	and	initiatives	that	provide	a	framework	for	
Council	to	address	the	issue	and	opportunities	of	arts	participation	in	Moonee	Valley.	
Taking	a	‘blue	sky’	approach	it	provides	a	range	of	options	and	suggestions	for	Council	to	consider	
in	the	review	of	existing	services	and	facilities,	and	particularly	in	the	development	of	its	next	
cultural	plan	or	arts	strategy.	
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Section	9:	Summary	of	options	and	suggestions	
	
Section	2:	Facilities	
 Consider	current	gaps	in	facility	provision	(2.5.1),	including:	
	
o development	of	arts	spaces	
o arts	incubator	and	commercial	art	spaces	
	
 Enhancements	to	the	Clocktower	Centre	(2.5.2),	including:	
	
o blackbox	theatre	
o arts	incubator	
o review	of	existing	commercial	and	convention	spaces	at	the	Clocktower	Centre	
and	dilemma	between	community	access	and	revenue	generation	
	
 Enhancements	to	Incinerator	gallery	(2.5.3),	including:	
	
o Provision	of	development	as	well	as	presentation	spaces	
o Signage	and	joint	programming	to	raise	the	profile	of	the	facility	
	
 Support	and	networking	of	external	venue	managers	(2.5.4)	
	
 Council	programming	of	external	facilities	(2.5.5)	
	
 Increase	arts	participation	through	community	venues	(2.5.6)	
	
 Development	of	a	public	art	policy	(2.5.7)	
	
 Innovative	and	temporary	use	of	private	space	(2.5.8).	
	
	
	
Section	3:	Programming	
 Commissioning	(3.5.1)	
	
o Commission	resident	artists	at	both	the	Clocktower	Centre	and	Incinerator	Gallery	
o Use	Council’s	cultural	grants	program	to	fund	activity	that	activates	Council’s	
venues	
o Build	on	support	and	opportunities	for	the	‘Open	Stage’	program.	
	
 Brokering	(3.5.2)	
	
o Increase	brokering	through	community	involvement	
o Strengthen	arts	programming	at	community	festivals	and	links	to	professional	arts	
programs	
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Section	4:	Audience	development	
	
 Broadening	audiences	
	
o Curriculum	based	education	programs	(4.5.1)	
o Audience	development	opportunities	for	adults	(4.5.2)	
	
 Deepening	audiences	
	
o Audience	development	through	social	media	(4.5.3)	
o Ambassador	program	(4.5.4)	
o Use	of	workshop	tutors	in	audience	development	(4.5.5)	
	
 Diversifying	audiences	
	
o Make	links	between	arts	programs	and	local	festivals	(4.5.6)	
o Make	links	between	arts	programs	and	community	cultural	development	initiatives	
(4.5.7)	
o Establish	a	new	Education/	Community	arts/	Audience	Development	position	
(4.5.8)	
	
	
Section	5:	Promotions	and	relationship	marketing	
	
 Continue	and	grow	work	with	social	media	and	e‐marketing	(5.5.1)	
	
 Review	process	for	the	development	of	promotional	materials	(5.5.2)	
	
 Replace	subscriber	program	with	a	membership	program	(5.5.3)	
	
 Offer	promotional	support	to	commercial	and	community	hirers	(5.5.4)	
	
 Establish	community	reference	panel	and	ambassador	program	(5.5.5)	
	
	
Section	6:	Valuing	and	advocating	for	arts	participation	
	
 Collect	additional	evidence	of	the	value	and	impact	of	Moonee	Valley’s	arts	and	cultural	
programs	(6.5.1)	
	
 Create	public	value	through	the	development	of	the	new	Cultural	Plan	(6.5.2)	
	
 Identify	and	communicate	the	public	value	for	the	arts	(6.5.3)	
	
 Develop	public	value	through	community	engagement	(6.5.4)	
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Section	7:	Future	research	
	
 Receptive	(audience)	arts	participation	(7.1)	
	
 Creative	(hands‐on)	arts	participation	(7.2)	
	
 Research	for	policy	and	planning	(7.3)	
	
 Develop	framework	for	the	design	of	future	research	(7.4)	
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Appendix	1	
Descriptions	of	Mosaic	groups	and	summary	of	key	Mosaic	findings	for	Moonee	Valley	
(N.B:	only	groups	which	were	significant	in	the	Mosaic	findings	are	described/	reported	here)	
Mosaic	
group	
Description Representation	in
mosaic	data	
Group	A—
Privileged	
Prosperity	
The	most	affluent	families	in	the	most	desirable	
locations.	
This	group	represents	the	wealthiest	households	
in	Australia.	These	people	are	from	a	variety	of	
cultural	backgrounds	‐	notably	the	British	Isles	
and	Asia,	but	also	Greece	and	Italy.	They	live	in	the	
choice	locations	of	the	metropolitan	and	regional	
areas	of	Australia	and	clearly	out	rank	all	others	in	
the	housing	market.	These	people	are	well	
educated	professional	or	managerial	couples	
raising	mature	families,	often	with	dual	incomes.	
With	six	figure	incomes	common,	discretionary	
spend	on	health	insurance,	school	fees	and	
childcare	is	no	problem.	
 most	over	represented	
group	for	Clocktower/	
Incinerator	overall	
(secondary	catchment).	
Group	B—
Academic	
achievers	
Wealthy	areas	of	educated	professional	
households.	
This	group	is	composed	of	predominately	middle	
aged,	professional	families	with	preschool	and	
university	aged	children.	Successful,	well	educated	
and	health	conscious,	they	live	mainly	in	desirable	
family	suburbs	often	near	to	expensive	
neighbourhood	in	the	inner	metropolitan	areas.	
Car	ownership	is	average	and	the	image	and	style	
of	luxury	marques	and	sports	cars	ensures	they	
are	over‐represented.	With	household	incomes	
often	exceeding	$130,000	and	additional	earnings	
from	shares	and	investments	Academic	Achievers	
is	one	of	the	wealthiest	Mosaic	Groups.	
 most	over	represented	
group	for	Clocktower	
and	Incinerator	overall	
(primary	catchments)	
 second	most	over	
represented	group	for	
Clocktower	and	
Incinerator	overall	
(secondary	catchment)	
 second	most	over	
represented	for	arts	
organisations	in	
Melbourne’s	West.	
Group	D—
Pushing	the	
boundaries	
Young	families	living	in	recent	developments	on	
the	fringe	of	major	cities.	
Although	diverse,	this	group	primarily	contains	
households	with	young	families.	Parents	aged	25‐
44	and	children	aged	0‐4	are	well	represented.	
Workers	in	this	group	are	largely	engaged	in	blue‐
collar	professions,	or	in	clerical	and	
administration	roles.	Most	households	own	more	
than	one	vehicle	and	often	live	in	separate	
housing	on	recently	developed	estates	in	a	mix	of	
fringe	metropolitan	and	very	remote	locations.	
 second	most	over	
represented	group	for	
Clocktower/	
Incinerator	overall	
(secondary	catchment)	
(but	not	included	in	
over	represented	
household	type)	
 most	over	represented	
for	arts	organisations	in	
Melbourne’s	West.	
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Group	F—
Metro	
multicultural	
Medium	to	high	density	areas	with	much	cultural	
diversity.	
This	group	represents	the	greatest	cultural	and	
linguistic	diversity	in	Australia.	These	often	
extended	families	are	building	their	wealth	and	
family	lives	from	a	stable	home	base,	however	
unemployment	is	above	average.	These	high	
density	neighbourhoods	are	located	away	from	
the	beach	but	within	metropolitan	areas	close	to	
most	shopping	needs.	Home	ownership	is	high	
with	above	average	rents	and	repayments.	it	ranks	
highest	on	gambling	spend,	and	relatively	high	on	
eating	out,	mobile	phones,	AV	equipment,	
childcare.	
	
 largest	proportion	of	
ticket	purchases	for	the	
Clocktower/	
Incinerator	overall	(for	
both	primary	and	
secondary	catchments)	
 second	most	over	
represented	group	for	
Clocktower/	
Incinerator	overall	
primary	catchment)	
 largest	portion	of	
Clocktower/	
Incinerator	overall	
(secondary	catchment)	
 largest	proportion	of	
external	hire	ticket	
purchases	for	
Clocktower/	
Incinerator	overall	
 largest	proportion	for	
arts	organisations	in	
Melbourne’s	West.	
Group	G—	
Learners	and	
earners	
Students	and	professionals	living	in	high	
density,	lower	cost	suburbs.	
	
This	group	represents	a	very	culturally	diverse	mix	
of	young	professionals	and	students	living	in	high	
and	medium	rise	apartments.	One	in	five	has	
arrived	in	recent	years	and	as	a	rule	they	are	aged	
20‐34,	have	never	been	married	and	are	unlikely	to	
have	children.	Household	incomes	in	this	group	are	
split	between	students	who	have	little	or	no	
income	and	professionals	in	the	early	stages	of	
their	career	who	are	earning	an	average	wage.	
	
Mosaic	group	worth	
targeting,	given	both	their	
likely	interest	in	arts	
participation	and	lower	
representation	in	current	
audience	profiles:	
	
 Clocktower	and	
Incinerator	overall	
 secondary	catchment	
 external	hire	
 own	programming.	
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